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CAN ADVERTISING AGENCIES AND CPA FIRMS WORK TOGETHER?
Take a look around you and see what is happening in 
the accounting profession regarding marketing. 
There are changes, and, as a result, advertising 
agencies see accounting firms as potential users of 
their services.
Because of these changes, all managing partners 
have had to at least nod in the direction of market­
ing programs’ becoming part of their firms’ busi­
ness development efforts and accept marketing as a 
major component of their plans for the future. Some 
may prefer to do business the old way in their organ­
izations, but others have ventured into the market­
ing arena to test the response. Some firms have 
benefited from these undertakings, and others have 
had dreadful experiences. In many cases, the dread­
ful experiences came about because the CPA firms 
sought out marketing or advertising firms to help 
them design programs without being knowledge­
able about how to select and best use such firms.
Before you decide to use an advertising or market­
ing-communications firm, there are several key 
facts to remember. First, the people in these firms 
know very little about your organization or what a 
CPA really does. They will want to spend time with 
you, your partners and some of the staff in your 
office in order to find out what your “product line” 
really is, to determine the firm’s major strengths 
and to begin visualizing and conceptualizing a pro­
gram for business development. This should all be 
done as a part of the preparation phase prior to their 
presenting you with a full marketing, advertising 
and business communications plan.
Often an advertising firm will ask at your first 
meeting what amount of funds you will be willing to 
commit over the next twelve months to marketing 
or advertising and what you want to achieve from 
the program. A good advertising firm will also ques­
tion you on the demographics of your firm—not just 
its size but also the percentage of billings that comes 
from audit engagements, management advisory 
services, tax preparation and other work. You will 
need to know the number of clients you have in 
specific industries, such as retail operations, food­
service businesses, real-estate companies and 
health-care-related businesses. Advertising firms 
need such information in order to define the strat­
egy to be incorporated in the formal plan for busi­
ness development. Having this information will 
also help you to focus on the strengths and expertise 
of your firm and determine where you want the 
growth and business development dollars to be 
spent.
While the agencies may see the accounting indus­
try as a growing area for their services and be anx­
ious to get your business, they often forget that CPAs 
may be as inexperienced in dealing with advertising 
firms as many advertising firms are in selling intan­
gibles. Yet designing a marketing strategy will be a 
joint effort. There must be a proper fit. So first ask 
the advertising firms you are considering for a list of 
their clients to see if it includes other professional­
service firms. Then find out how the advertising 
firms work and who would manage your account.
There is also the question for you to resolve of 
whether to use a large or small agency. Large or 
mid-size agencies will probably not take you as a 
client and be able to give you effective results unless 
you can commit your firm to a budget of $50,000 or 
more. Smaller agencies are more likely to look upon 
an under-$50,000 account as good potential busi-
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1986 Small Firm Conference
The 1986 Small Firm Conference has been 
developed by the AICPA’s management of an 
accounting practice committee to provide 
practitioners with techniques and procedures 
that will lead to greater operating efficiencies. 
To be held on two dates in two different loca­
tions—August 21-22 at the Seattle Sheraton 
Hotel in Seattle, Washington, and September 
18-19 at the Waverly Hotel in Atlanta, 
Georgia—the conference will feature two days 
of presentations, group and evening discus­
sions, and question-and-answer sessions, and 
should result in the exchange of many useful 
ideas.
While attendance is not limited to firms of 
any particular size, the program is likely to 
have greatest appeal to sole practitioners and 
firms with two or three partners. Discussion 
topics include practice development and the 
environment for small firms, entrepreneur­
ship, specialization, developing a personal 
financial planning practice, taking charge of 
your time, dealing with troubled employees, 
and the problems and opportunities offered by 
the firm’s computer.
For more information, contact Robert Gan­
non at the Institute: (212) 575-3826.
ness and may spend more time developing a cre­
ative and effective marketing plan.
You must also decide whether you will want to do 
any advertising or media placement concerning 
upcoming firm seminars or announcements. If so, 
the agency may ask you for monthly news items so 
that they can issue press releases. If they do issue 
press releases for you, make sure you will be able to 
approve each one and know to whom it is being 
forwarded. Keep in mind that it is much easier for 
your firm to get press from smaller local news­
papers than large metropolitan ones, and the busi­
ness editors of the former should be the targets for 
your press releases and articles for publication. 
(Whenever they do print something about your 
firm, be sure to send them a brief thank-you note.)
If you’re looking for intense media coverage and 
interest, it’s a good idea to ask very specific ques­
tions. One local firm in our area neglected to ask 
about the selected agency’s media contacts. They 
assumed they had them. The owner of the agency 
had given a very strong and effective presentation, 
but only after six months of working with that 
agency did the CPA firm realize that media contacts 
were something the agency just didn’t have. When 
you want press in the business sections of your 
newspapers, your advertising agency must have 
those contacts to initiate interest in your firm. When 
you ask the agency for a list of its clients for you to 
call for references, check whether their clients get 
publicity in the papers. It’s easy to place advertis­
ing; it’s not easy to get a newspaper to write about 
you.
Media kits including professional photographs 
and background data about the partners and firm 
will be needed by an agency for promotional pur­
poses. Depending on the agency, your cost for a 
media kit can be $1,000 to $5,000.
Make sure to ask the agencies how they bill for 
their services. They may give you a proposal but 
might omit a significant line item—“creative con­
cept time." This can amount to 50 percent of your 
bill if you’re not careful. One local firm found out 
the hard way. After committing to a first year’s 
budget of $11,000, they later received numerous 
bills for other agency time. It seems that twice 
weekly the staff of four people in the advertising 
firm met to discuss their creative thoughts about 
their clients. The accounting firm was billed one 
hour of time for each of these four people. At $90 per 
hour, that equaled $360 per week or nearly an extra 
$19,000 per year for creative time. Make sure you 
ask if this is included in your proposal—if it’s not, 
you could be in for an expensive surprise.
You will also be billed for time spent by 
agency personnel in creating copy that you might 
not like, so know exactly what you want before you 
tell the agency to proceed with a project. If you don’t 
have a marketing director for your firm who can 
prepare quite a bit of this work in-house, then make
(Continued on page 5)
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Subject Index 
January 1983 to December 1985 
Part I: Through “Personnel”
Accountancy Profession
Quietly Does It. (Some of the technical issues commit­
tee's accomplishments.) December 1985, p.2.
(The) World of Initials. (A list of some that are closely 
related to the accounting profession.) March 1985, p.6.
Women
Letter to the Editor. (Maternity leave.) E. William 
Trimble. September 1983, p.3.
Maternity Leave. July 1983, p.4.
Motherhood and Partnership. (Some women’s 
approaches to the issue.) April 1985, p.1.
New Gal in Town. (Practice development ideas for 
women CPAs.) June 1983, p.1.
Women CPAs—One Firm's Experience. April 1984, p.1.
Women in Accounting. (The number of women in the 
profession.) June 1983, p.2.
Firm Management
Breaking Traditional Structures: The Road to Growth 
and Profit. Jerrell A. Atkinson. March 1985, p.6.
Controlling Nonchargeable Time. David S. Mork. May 
1984, p.6.
Effective Management in a Small Firm. Robert K. 
Whipple. January 1983, p.1.
Establishing an Accounting Practice. (Notice of a Bank 
of America report on the subject.) March 1983, p.3.
Fast Colors. (An aid to quickly finding the correct file 
folder.) August 1983, p.2.
(The) First Step in Practice Improvement. (Willingness 
to make personal changes.) Fred Withum. July 1983, 
p.7.
Five Management Principles. March 1984, p.3.
Improving Productivity. Robert B. Martin. January 
1983, p.2.
Increasing Staff Chargeability. Wallace B. Collins. 
October 1985, p.4.
Letters to the Editor. (Filing systems.) Robert A. 
Ortalda, Jr., and Christine A. Lauber. October 1983, 
p.3.
Managing a CPA Firm Like a Business. Robert L. 
Israeloff. May 1985, p..
Managing a Service Business. Alan B. Kimmel. April 
1983, p.2.
Measuring Office Productivity to Increase Profitability. 
Victor F. Albanese and Kathryn J. Wolf. January 1984, 
p.5.
(The) Organizational Problems of Rapid Growth. 
Ronald G. Weiner. November 1983, p.1.
(The) Organizational Problems of Rapid Growth (part 
II). Ronald G. Weiner. December 1983, p.1.
Plugging Profit Leaks. Dan M. Warren. May 1983, p.2.
Practice Analysis Published. (Data available on various 
areas of practice.) June 1984, p.2.
Practice Management Profile. Carlton D. Stolle and 
Clinton F. Bateman. March 1984, p.4.
(A) Practice Management Survey. Carlton D. Stolle and 
Sanoa F. Hensley. January 1985, p.3.
Questions for the Speaker. (Answers to various ques­
tions asked at practice management conferences.) 
April 1984, p.6.
(The) Three "P” Objectives for Professional Service. 
Robert F. Reilly. June 1985, p.3.
Associations
(An) Accountants’ Cooperative. December 1985, p.4.
Letter to the Editor. (Insolvency work.) David S. Mork. 
July 1983, p.7.
Letter to the Editor. (The Association of Insolvency 
Accountants [AIA].) David S. Mork. October 1985, p.8.
Fees/billings/collections
Computerized Time and Billings—Getting a Good 
Return on Your Investment. Keith J. Graeve. 
September 1983, p.6.
Fees, Billing and Collection. Morris L. Shifman. May 
1985, p.5.
Handling Overdue Accounts. April 1983, p.8.
How to Value Your Firm's Services. August 1983, p.5.
(A) Philosophy of Accounts Receivable Management. Joe 
D. Jones. June 1984, p.2.
Some Accounts Receivable Collection Ideas. Mark J. 
Soukup. October 1985, p.7.
Liability
Liability Insurance—Coverage and Premiums. 
September 1985, p.1.
Office location
Choosing a Location. Jack R. Fay. December 1985, p.4.
(A) Look at the Office of the Future. John A. Short. 
March 1983, p.2.
Planning
Developing and Implementing a Long-Range Plan.
Charles W. Jenkins. September 1985, p.2.
Planning for Client Development. Alan R. Morris. May 
1983, p.1.
(The) Recovery Ahead. (Learning from past events.) W. 
Alan Simmons. September 1983, p.7.
Strategic Planning. May 1983, p.6.
Quality control
Consulting Reviews Get Good Reviews. May 1985, p.2.
Letter to the Editor (A Commitment to Quality—The 
Division for CPA Firms). John G. Hodgson, Jr. August 
1985, p.5.
Letter to the Editor (Peer Review). Raymond Telling. 
March 1984, p.2.
Letter to the Editor. (Quality control.) Marlyn D. 
Felsing. November 1983, p.7.
Research/information
Color-Coded Reading. Lawrence R. Kopsa. October 
1984, p.8.
Free Information for Members. (Numbers that members 
can call for information.) November 1985, p.4.
How to Find a Needle in a Haystack. (NAARS informa­
tion service.) February 1985, p.6.
Selected Small CPA Firms’ Research and Information 
Sources. Michael A. Pearson and Cynthia C. Ryans. 
February 1984, p.7.
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(A) Wealth of Information You Can Use. (Ways the 
AICPA library can assist you.) June 1984, p.1.
Travel
Travel Tips—Fire Safety. June 1983, p.7.
Travel Tips. (Preventing lost luggage.) March 1983, p.8.
Partners/Partnerships
Building a Team Can Solve Partnership Problems. 
Claude D. Dollins. February 1984, p.5.
Developing Partners for the Years Ahead. Robert L. 
Bunting. June 1985, p.1.
How to Transfer Client Responsibility. May 1984, p.8.
How, Why, When and Whether to Admit Partners. July 
1983, p.1.
(The) Life Cycle of a Partner in a CPA Firm. (The stages 
from selection to termination.) December 1983, p.6.
(A) Look at One Firm’s Partnership Agreement. Daniel 
S. Goldberg. February 1983, p.5.
(The) Managing Partner. Eugene M. Cohen. July 1984, 
p.1.
(The) Managing Partner—Planning for Succession (part 
1). (Reviewing the managing partners’ respon­
sibilities.) Daniel S. Goldberg. February 1985, p.1.
(The) Managing Partner—Planning for Succession (part 
2). (Choosing and grooming a successor and picking a 
time objective for transition.) Daniel S. Goldberg.
March 1985, p.1.
Partner Differences. Donald P. Zima. October 1983, p.4.
Partners Make the Difference. March 1985, p.8.
Questions for the Speaker. (Answers to questions on 
partners’ billing and collection responsibilities.) July 
1985, p.8.
Second-Class Partners. Donald B. Scholl. June 1984, p.7.
Some Thoughts on What Makes Partnerships Healthy. 
Jay Nisberg. January 1984, p.6.
(The) Successful Executive. January 1984, p.6.
Retirement
IRAs: Another Viewpoint. Henry T. Cooper. May 1983, 
p.7.
Partners and Partnerships. (Some thoughts on dealing 
with reward and retirements.) October 1984, p.1.
Planning Retirement from a CPA Practice. Mario J. 
Zangari. March 1983, p.1.
Social Security Earnings. October 1985, p.5.
(The) Winning Ways of IRAs. Christopher Dungan. 
September 1983, p.3.
Retreats
Letter to the Editor (Partners' Retreats). Abram J. 
Serotta. December 1984, p.6.
Partner Retreats—a Supplement. September 1983, p.5.
Retreat to Plan. H. W. Martin. September 1984, p.6.
Retreat to the Future. Charles W. Jenkins. September 
1983, p.4.
Personnel
Employing the Disabled. January 1985, p.1.
Letter to the Editor (Employing the Disabled). Terence 
J. Moakley. March 1985, p.2.
(A) Role for the Paraprofessional? Mike G. Kirkpatrick. 
July 1983, p.3.
Retaining Paraprofessionals. Jerrell A. Atkinson. 
December 1984, p.3.
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Firm administrator
(The) Firm Administrator—Your Practice's Most Impor­
tant Staff Member. Sheldon Ames. July 1985, p.4.
(The) Professional Firm Administrator. July 1984, p.3.
(The) Role of the Firm Administrator. August 1984, p.7.
Fringe benefits
Alternative Compensation for Overtime. Abram J.
Serotta. October 1984, p.4.
(The) Eyes Have It. (Testing employees for CRT-related 
vision defects.) Melvin Schrier. April 1984, p.5.
Fringe Benefits in CPA Firms. Terry L. Campbell.
November 1984, p.6.
Management
Effective Staff Utilization. W. Alan Simmons. April 
1983, p.1.
Managing Staff. October 1983, p.7.
Questions for the Speaker. (Staff classifications.) 
October 1983, p.6.
Staff/Partner Ratios. August 1983, p.7.
Motivation
(A) Bonus Formula for Professional Staff. J. Donald 
Riney. March 1985, p.3.
(The) Great Escape. W. Alan Simmons. January 1985, 
p.8.
Improving Staff Productivity Through Motivation. 
Donald B. Scholl. May 1984, p.1.
Lest We Forget. (Everyone in the firm is part of a team.) 
Sidney F. Jarrow. May 1985, p.6.
(A) Letter to Staff. (Lifting staff members’ spirits and 
stimulating ideas.) Joseph P. Leverich. January 1984, 
p.4.
Motivating Staff. Albin J. Confone. June 1985, p.3.
What Motivates Staff? Dan Bellus. October 1985, p.6.
Recruiting/training/terminating
(The) AICPA Accounting Testing Program. August 1983, 
p.6.
Counseling Professional Staff. Jay Nisberg. April 1985, 
p.2.
Effective Interviewing. R. B. LeDoux. October 1985, p.5.
Exit Interviews: A Diagnostic Tool for Public Account­
ing Firms. Frank R. Urbancic. November 1985, p.6.
How Local Firms Can Be Successful in College Recruit­
ing. Marilyn F. Hunt. July 1985, p.1.
One Firm’s Professional Training Program. Leonard 
Zander. May 1983, p.5.
Questions for the Speaker. (Answers to questions on 
giving priority to staff development.) September 1985, 
p.8.
Reducing the Impact of the Loss of a Key Employee. 
Jeffrey P. Davidson. June 1985, p.7.
Some Thoughts on Staff Orientation. Donald B. Scholl. 
September 1984, p.3.
Staff Participation. (Staff involvement in training ses­
sions.) November 1983, p.8.
Successful Staff Selection. Jay Nisberg. March 1984, p.7.
Terminating Employment. July 1983, p.2. □
Part II of the index will appear next month.
The Practice Management Conferences
Open forums are popular with participants at both 
the practice management and small firm con­
ferences. Held in the evening, these optional ses­
sions give practitioners an opportunity to ask 
questions and share practice management prob­
lems with peers. There are no formal presentations. 
Instead, the moderators try to focus the give-and- 
take on specific practice management areas. At the 
small firm conference (see page 2), for example, the 
five concurrent sessions will deal with managing 
the sole proprietorship, managing a small part­
nership, increasing personal efficiency, turning 
work-in-process into cash, and managing stress. 
Participants may attend one or all of these sessions.
At the practice management conferences last 
year, there were discussions on, among other things, 
counseling staff and partners who have personal 
problems, strategic marketing, what can be done to 
retain three- to five-year staff members who tend to 
leave for better-paying jobs in industry and, of 
course, partner compensation. This year, the intent
Advertising...(Continued from page 2)
sure to ask for an estimate before the agency staff 
begins. Your agency should be able to quote by 
project, and this will give you a better idea of the 
forthcoming monthly bill.
(Agencies typically receive a 20 percent commis­
sion from newspapers or magazines for any media 
advertising placed for you. Agencies might not offer 
this information to you, but it is standard for them 
to receive such commissions. If your account is large 
enough, you may be able to negotiate this 20 per­
cent, which you ultimately pay, down to 10 percent 
or 15 percent.)
Ask your clients who get media attention what 
advertising agency they use and what their experi­
ences have been. The more you look, the more you’ll 
know what to ask the agencies when you interview 
them. The more informed a buyer you are, the better 
you will be able to anticipate costs for this new 
project, and the better your firm will be served.
Some firms use a public relations agency rather 
than an advertising agency. If you're not planning to 
place a lot of advertisements, this may be your best 
bet. Usually, public relations agencies will charge a 
monthly retainer fee and commit themselves to 
working with you each month on selected topics or 
programs. Again, it’s in your best interests before 
engaging an agency to find out who their clients are 
and then watch for items about these clients in the 
newspapers over a one-month period.
If you’re only looking to produce a brochure for 
is to share ideas on setting firmwide goals, billings 
and collections, and the competitive environment. 
In fact, no matter what size the firm, there are 
bound to be some topics at each of the three-day 
practice management conferences that will interest 
every practitioner:
□ Practice Management—East, on July 14-16 at 
the Opreyland Hotel, Nashville, Tennessee. 
Topics include positioning the firm, encourag­
ing the entrepreneur, partner compensation, 
practice development, career paths for profes­
sional staff and mergers for growth.
□ Practice Management—West, on November 
10-12 at the Pointe at Tapatio Cliffs, Phoenix, 
Arizona. Topics include partner evaluation, sit­
uational leadership, managing for profit, struc­
turing the firm for business development, 
communication among business partners and 
using an annual business plan to build your 
practice.
For more information, call David McThomas at 
the Institute: (212) 575-6439.
the firm or specialized print pieces for various ser­
vices you offer, then perhaps a good graphic design 
firm will be the best answer for now.
Reaching clients through marketing
So just what is effective and professional marketing 
for accounting firms? Marketing begins with an 
emphasis on strong client contact and responsive 
service to the present client base. Quite often, staff 
members have never thought of themselves in a 
marketing or selling capacity, and partners may 
want to evaluate in-house communications pro­
grams. Client service involves an outreach to clients 
through effective communication methods and 
image projection. People will buy your services and 
judge your abilities based on what they see and hear 
and read about your firm, not by reviewing your 
work papers. A solid, ongoing relationship is essen­
tial to client satisfaction and retention. And don’t 
forget that satisfied clients are also the best 
resources for new business.
To create an awareness of the firm in the minds of 
those people in your referral network, listen to what 
they identify as the needs and concerns of their 
clients and then emphasize the benefits your firm 
can offer. Don’t be afraid to sell your firm. Highlight 
your staff, stress your attention to prompt service, 
be proud of your accomplishments and feel comfort­
able about asking for referrals.
(Continued on page 8)
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The Firm Administrator's Role 
in Recruiting
Among the many responsibilities of a firm admin­
istrator should be functions supporting the firm’s 
recruiting activities. Administrators are becoming 
involved in all levels of acquiring employees, 
including professional and paraprofessional staff as 
well as support personnel.
While administrators rarely make final hiring 
decisions concerning professional staff, they should 
be given final authority over the selection of 
employees who will function under their direct 
control.
Support staff
Before hiring any new administrative personnel, 
the administrator should determine the number of 
people and the types of skills needed by the firm, 
now and in the near future. Unfortunately, there are 
no neat, unvarying ratios of administrative staff to
AICPA Firm Administrators Conferences
More and more often, successful local firms 
assign many administrative, scheduling, CPE 
and personnel responsibilities to a profes­
sional firm administrator in order that part­
ners may spend less time on the details of 
operating their practices and more on attain­
ing the firm’s goals. As firms change and grow, 
however, the role of the administrator and the 
scope of the position are affected.
The key issues involved in establishing the 
position of firm administrator and making the 
role work as the firm changes and grows will 
be discussed at the two AICPA Firm Admin­
istrators Conferences this year. Other topics 
will include the development of the admin­
istrator’s role in a growing firm; the part the 
administrator can play in the firm’s marketing 
efforts; the administrator’s relationship with 
the managing partner, other partners and 
staff; and the critical issues facing the admin­
istrator in a CPA firm today.
The conferences, featuring the same speak­
ers and topics, will be held on two dates in two 
different locations:
□ November 17-18 at the Vista Interna­
tional Hotel, New York, N.Y.
□ December 8-9 at the Westin Hotel Utah, 
Salt Lake City, Utah.
Both partners and administrators may wish 
to make note of these dates.
professional staff and to partners that can be used as 
guidelines. A lot depends on the type of practice and 
its use of administrative personnel. If the firm 
engages in continuous long-range planning, how­
ever, the administrator should find that the goals 
enumerated and the statistics generated by that 
process are helpful.
Some firms rely on word of mouth, others adver­
tise for staff in local newspapers. The administrator 
should ensure that job descriptions are specific 
when placing advertisements. Then, only qualified 
and interested people will apply for the position. 
Concern over being inundated with calls and inquir­
ies results in some debate as to the desirability of 
putting the firm name in the advertisement. If it is, 
the administrator should make sure that the adver­
tisement also includes the name of the person to 
contact.
Too few firms use candidate evaluation forms 
when hiring administrative personnel. Hiring 
underqualified people is not always the result, 
though. In times of high unemployment, there is a 
strong possibility of hiring overqualified people, 
and, in turn, there is a strong probability of their 
leaving for more suitable employment once busi­
ness conditions improve. To better evaluate candi­
dates, firm administrators should check references 
thoroughly and be encouraged not to make anyone 
an offer during the interview but to first step back 
and take an objective view.
The final step for the administrator is to decide on 
the desirable qualities to look for when filling indi­
cated personnel needs. For example, should the 
individual have word processing or secretarial 
skills? Or perhaps a knowledge of bookkeeping is 
required of someone who will be performing mainly 
secretarial functions. In situations that require 
determination of whether or not applicants possess 
desired skill levels, the administrator may find that 
a business supply firm has some suitable test 
material.
Professional staff
Firm administrators have the skills and access to 
records to play a role in projecting professional staff 
needs (six to nine months ahead) in concert with 
designated partners. They can also schedule cam­
pus and office interviews, organize the data for the 
interviewers, and make sure that someone is on 
hand to look after candidates during office visits 
and that the candidates have expense forms to fill in 
before leaving the office.
Overall functions
The first day at a new job can be a time of anxiety no 
matter how well the recruiting interviews went.
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HINTS ON HIRING RIGHT 
Data collection. Review resumes with appli­
cants to clear up inconsistencies or gaps in 
data. Separate their grades by general and 
business subjects, but look beyond the grade 
point average for ideas and trends. Ask candi­
dates if they worked up to their potential.
Find out the extent of candidates’ involve­
ment in extracurricular activities and if they 
believe these activities were of value. Deter­
mine what their work experience entails, that 
is, the level of responsibility and if it involved 
supervising others. See if their work experi­
ence relates to the position that is open.
Evaluation. Subjective judgments must be 
made as to an applicant’s personality and 
character in order to make hiring decisions. 
The traits to look for are whether applicants 
seem weak or strong and whether they are 
assertive or aggressive. Other considerations 
are whether candidates appear interesting 
and interested and can relate to others.
Find out if they have drive and ambition— 
why they want to work in a public accounting 
firm—and what their goals and expectations 
are concerning advancement. Make note of 
candidates’ abilities to think through and 
organize responses to complex questions. Do 
they ask meaningful and precise questions? 
Are they able to distinguish the important 
from the unimportant and back up state­
ments with specifics?
References. Do not neglect to check refer­
ences and background data. You need factual 
information. Be sure that degrees, work expe­
rience, employment periods and levels of 
accomplishment are accurately reported.
Selection. A point to keep in mind is that 
what people have done in the past is the best 
indicator of what they are likely to do in the 
future. Also, each isolated fact is more signifi­
cant when related to others in the analysis.
Recruit from a large enough candidate pool 
to avoid compromising selection standards. 
Keep the firm’s short- and long-term staffing 
requirements in mind and have a clear mental 
picture of the type of people being sought. 
Establishing rapport with applicants when 
interviewing is essential to gathering perti­
nent data and making correct judgments 
about character. Don’t dominate the talking 
and don’t listen selectively. Be objective and 
look for evidence of suitability to a position.
There are several things firms can do, however, to 
ensure that new staff members are dealt with sen­
sitively. Firm administrators can have a prominent 
role in this orientation process.
For example, prior to their reporting for work, the 
administrator can send new employees the firm’s 
staff or personnel manual with a welcoming letter 
suggesting they read it at leisure and make notes of 
unclear items. All personalized items, such as busi­
ness cards, memo pads and name signs should be 
ordered ahead of arrival, and the administrator 
should make sure new employees have desks 
equipped with the basic necessities the firm sup­
plies to all staff. No one in the firm should be sur­
prised to see new faces, so an announcement of new 
staff members’ impending arrival, together with 
background information, should be distributed to 
all personnel.
On the employees’ first day, the firm admin­
istrator should alert receptionists to look out for 
them and make sure that the designated escort is on 
hand to greet them. In most cases, it will be the 
escorts who take new personnel on an introductory 
office tour, but the administrator can oversee any 
filling out of forms and can schedule appointments 
with the personnel partner and the managing part­
ner. The administrator should also see that new 
staff members have a current personnel roster, an 
organization chart and office plan.
The process of recruiting employees who can help 
the firm attain its goals and then getting them off to 
a fast start can involve the activities and time of 
many people in the firm. There is much detailed 
preparation as well as many tasks to coordinate— 
a substantial role, in fact, for a firm adminis­
trator. □
—by Donald B. Scholl 
D.B. Scholl, Inc.
P.O. Box 3152
West Chester, Pennsylvania 19381
Editor’s note: Readers might like to refer to a previous 
article by Mr. Scholl, “Some Thoughts on Staff Orien­
tation," that was published in the September 1984 
Practicing CPA. As well as other useful thoughts, the 
article contains a checklist of details that will help 
make new employees feel comfortable and become pro­
ductive as soon as possible. Additional information on 
the role of a firm administrator can be obtained from 
Clifford M. Brownstein, executive director, Associa­
tion of Accounting Administrators, P.O. Box 11000, 
Washington, D.C. 20008; (202) 537-1220.
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Advertising . . . (Continued from page 5)
You must know your present position in the mar­
ketplace, be aware of your firm's strengths and visu­
alize clearly where you would like to see the firm in 
two to five years. From this point on, the advertising 
and marketing firms can help you. If you’re looking 
for publicity and media contacts, then make sure to 
meet the person in their agency who handles this 
important area. After you’ve met with that individ­
ual, plan to watch the newspapers and local TV 
programs to see if their clients really do get the 
attention that the agency claims they do.
Logo development is another key service, and if 
you have not yet developed one, the agency will 
want to create one for you as part of your image 
development program. Creating an easily recog­
nized symbol of your firm may not seem important, 
but, remember, any “product” must have an image 
to appeal to its targeted consumers. In selling pro­
fessional services, creating an image that your refer­
ral network and prospective clients will recognize 
and respect is a key factor in a marketing program.
The agency can also assist with partner sales 
training to further develop the sales skills necessary 
for a competitive business environment. Yes, I 
really did say sales skills. Sales and polished inter­
personal skills are now a necessary component in 
CPAs’ lives. Other areas for agency involvement can 
include seminar series coordination and the crea­
Reminder—AICPA Marketing Seminar
There may still be time to register for the AICPA 
marketing seminar on June 9-10 at the Marriott 
Hotel in Chicago. Topics will include referral 
cultivation, client-needs analysis, advertising and 
public relations, client seminars, and administering 
the marketing plan. For more information, call 
David McThomas at the Institute (212) 575-6439.
tion of a monthly advice column for the trade jour­
nals your clients read, monthly newsletters, press 
releases and presentation materials.
With careful planning and coordination with an 
outside agency, marketing can achieve positive 
results. It can enable you to market services to your 
present clients, attract new clients and bring in 
additional revenues to the firm in a low-key, high- 
impact manner. It’s a challenge but one for which 
the accounting profession is ready. □
—by Wilma G. Anderson 
executive vice-president 
Whittaker Health Services
2000 Post Oak Boulevard, Suite 1650
Houston, Texas 77056
Editor’s note: Ms. Anderson was formerly marketing 
director of Mann Frankfort Stein & Lipp, a local CPA 
firm in Houston.
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